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EXECUTIVE SUMMARY.
Global mass tourism is threatening the livelihood of some of the most influential cities in the world.  The following project was 
initiated in Fall 2019 seeking to understand the tourism industry in Amsterdam, Netherlands and its impacts on city systems. 
The presented research pursues diverse viewpoints in order to comprehensively :
1. Analyze the factors of overtourism present in the city of Amsterdam.
2. Develop a narrative identifying the need for change
3. Propose strategies to restore balance in the tourism industry.
MAIN GOALS.
The following findings and associated recommendations are developed in a way to exude the following values:
• People centered focus 
• Recognition and account of diverse experiences
• Authenticity of Dutch culture
• Transparency in gaps or successes
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The visitor base in Amsterdam is growing immensely. While the growth brings many economic advantages, the city and its 
residents are being impacted in ways that are reducing quality of life. Even visitors themselves are beginning to recognize the 
strain. By recommending strategies that mitigate the negative roots of overtourism in Amsterdam, residents can reclaim their 
city and visitor experience can be enhanced fostering an effective balance between both groups. 
REPORT STRUCTURE.
This report is purposefully structured to gradually build the narrative of overtourism and its influences on different groups of the city. Further, the 
municipality’s policies as they relate to the tourism industry are dissected to identify gaps as a way forward to strategic recommendations. The re-
port concludes by offering 39 action items under four guiding pillars: Marketing and Communication, Economic Resilience, Resident Quality of Life, 
and Visitor Experience.
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TABLE OF CONTENTS. INTRODUCTION.
Reclaiming Authenticity presents a framework of tourism 
growth management strategies to sustainably control Amsterdam’s 
position as a national and international destination.
For visitors traveling to Amsterdam, the renowned canal belt and 
aesthetic architecture are a primary factor of appeal. Others are 
attracted to cultural experiences of art and history through the 
globally reputable museums. The city’s tolerance to marijuana, 
soft drugs, and prostitution also acts as a point of interest for 
many. Ultimately, travlers seek unique opportunities to explore 
the city. However, as Amsterdam has continued to gain popularity 
and the city attempts to accommodate, a social, cultural, and 
economic pressure has emerged. This pressure can be classified as 
overtourism. 
The tourism industry is a valuable pillar of Amsterdam’s economy 
accounting for thousands of jobs and billions of dollars of revenue 
for the city. From the vital role of tourism develops a mutually 
dependent relationship between both locals and visitors. It is 
important, therefore, to achieve equilibrium in empowering the 
local community and providing visitors with an optimal experience.
Doxey’s Irridex Model (right) acts as a focal point for this report. It 
is a useful tool in understanding the pressure tourism is placing on 
a community. The model draws upon the opinions of local people 
to understand their perception of tourism. Visitors may come and 
go but residents will feel the long-term impacts. Accoding to the 
model, feelings of tourism generally become more negative as the 
number of tourists increase.
There are four stages of feelings by local residents as described:
Euphoria describes the introductory stages of tourism where 
the number of visitors is small, and the local community is rather 
welcoming (Pavlić and Portolan 2016, p.495).
Apathy occurs when tourist numbers increase, and the visitor and 
resident connection becomes more formally established (ibid).
Irritation occurs in the next phase when residents become 
concerned about tourism due to significant growth of visitors 
resulting in an increased competition for resources (ibid). 
The final stage, Antagonism, results when tourists are deemed 
responsible for social, economic, and environmental issues 
imposed on the host city (ibid).
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                                 EVOLUTION OF TOUR
1600s
The 17th century is key era in Amsterdam’s history that 
formed the foundation of some of the main attractions 
seen in the city today. This time period was known as 
The Golden Age, a time where wealth, art, and tolerance 
flourished (Gerritsma 2019 p. 127). Amsterdam attracted 
entrepreneurs, artists, philosophers, and free thinkers, 
all who made a notable historic imprint (ibid). Works from 
this time can be admired today in the Rijksmuseum, Van 
Gough Museum, and others.
The 19th century saw the industrial revolution and the 
intensification of trade. This time period acted as a major 
catalyst for tourism development all over the world. The 
development of transportation modes, speed of move-
ment, and general increase of wealth allowed people to 
travel efficiently and more frequently (Szromek et. al. 2019 p.1).  
These introductory factors of movement brought about he 




The early 20th century defined the beginning of tourism and the 
Apathy period with the formal establishment of the Tourism and 
Traffic Office. The tourism sector was formed as a result of the 
world-famous canal structure of the 17th century (Gerritsma 2019 p. 
127). While the beauty of these waterways had always attracted 
visitors, the city commercialized upon the opportunity and 
launched the first canal cruise in 1914 (2019 p. 128) . Within the 
same year, the cruise attracted nearly 140 thousand visitors (ibid). 




The mid 20th century realized the onset of WWII. Although tragic 
events took place as Amsterdam was occupied by Germany, this 
time in history is remembered and respected by visitors every year 
through monuments such as the Anne Frank Huis and the Nationaal 
Monument op de Dam. After the war, Amsterdam grew to its liberal 
roots. When the city sought to expand as a center for production, 
young people fought for crafting Amsterdam as a social and living 
space (ibid). This initiated youth culture movements that attracted 
likeminded travelers fighting for rights and freedom to which liberal 
lifestyles emerged (ibid). Gay rights, soft drug usage, and prostitution 
then became points of tourism interest. The post-war period was 
also characterized by higher wages, increased car ownership, work 
flexibility, and cheaper air travel even further 
enhancing mobility (Van afgestapte” 2019). 
1900s
LATE
In the late 20th century,  marketing measures came into play in efforts to 
boost the economy by attracting tourists and foreign investment (Gerritsma 2019 
p. 128). Amsterdam had big dreams for tourism and was proactively seeking 
out ways to expand the industry. In the tourism cycle, this marked the be-
ginning of the transition from Apathy to Irritation. One key problem was 
more interest was taken in monetary benefits than the opinions of locals. 
Increased focus on cultural heritage occured to appeal to affluent visitors 
as a means to manage the types of tourists visiting away from those coming 
for its liberal dynamic of drugs and prostitution (ibid). Yet, travel remained 
cheap and the various destinations remained salient so visitors consistently 
increased in numbers. 
2000s
The year 2013 was a turning point that pushed the city 
into the realization of Antagonism. Visitors rapidly 
increased with record numbers following big events 
including the re-opening of the Rijksmuseum and the 
400th anniversary of the canal construction (ibid). The city 
first began to recognize the curse to what was originally 
considered a blessing, acknowledging the limited space 
in the city. This translates to the tension we see today 
between various groups of city users. As a strategic 
measure, the city introduced the ‘City in Balance’ program 
in 2014 to begin to address these pressures.
ISM IN AMSTERDAM.
9Tourism Growth Management08 Reclaiming Authenticity
ECONOMIC STATE OF INDUSTRY. CITY PROFILE.







Avg. Annual Income: €45,000






Avg. Annual Income: €27,500






Avg. Annual Income: €36,100






Avg. Annual Income: €24,900






Avg. Annual Income: €47,900






Avg. Annual Income: €34,800






Avg. Annual Income: €28,300
Avg. Duration: 8.6 years
Source: Onderzoek, Informatie en Statistiek
[FACT AND FIGURES]
OVER 70,000 JOBS
provided by the tourism industry in Amsterdam
11% of TOTAL jobs in the city
2.7 
BILLION
EUROS of direct economic 






of jobs are 12 hours 
per week or more
50%
increase of tourist goods and 
services since 2010 75%
Sourcse: Onderzoek, Informatie en Statistiek 




The understanding of these variables provides a holistic viewpoint of which to assess the strengths 
and opportunities to pair them against the weaknesses and threats. This process can then culminate 
into sustainable long-term growth management.  The set is inspired by from the City of Amsterdam’s 
overview of the large number of visitors published in 2017 (“ArgumentenKaart” 2017)
•  The number of visitors brings in money to be placed back into 
the city
•  Tourism in Amsterdam brings together diverse people and 
cultures together to learn and connect with each other
•  There is a generally high demand for service sector jobs due 
from the tourism industry
•  The busy nature of the city can translate to the “eyes on the 
street” theory, fostering safety
•  Visitors make the city alive and provide an indication of 
economic success
•  Strong transportation system and hub to get people where 
they need to go throughout the city, country, or continent
• Disruptive visitor habits diminish the city image
•  Increase prices in housing and real estate market causes less
   economic diversity as small businesses struggle to remain
   viable
•  Congestion poses a problem of safety for emergency
    accessibility and pickpocketing crime
• Locals feel alienated in their own city because they are
   surrounded by a constant rotation of visitors
• Divide from those who benefit from visitors and those who
   experience inconveniences causes tension
•  Increasing visitors provides urgency of policy development to 
establish balance between residents and visitors
•  Relatively small size of Amsterdam allows for changes to be 
implemented at a faster pace
•  Investment in regional development to show visitors more of 
the city and country
• Investment in public space quality and management
• Investment in diversified business
• Regulation to lower costs of living in the city
•  Take advantage of the recess in tourism due to coronavirus to 
plan 
•  Tourism industry is so deeply woven into the fabric of the 
economy that a crisis can quickly destabalize it
•  Rise of prices threatens flexibility to administer effective 
policy
•   Because the city needs more rules and regulations to 
control tourists, the enactment of spontaneous community 
initiatives is more difficult
PROBLEM & PURPOSE
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Amsterdam is popular and its admiration from people all over the world is not projected to slow. 
Beyond visitors, the city has an attractive housing market and the interest of businesses looking 
for a central location. The strong appeal has accrued over time, placing extreme pressure on city 
resources and local dynamic, formulating the character of overtourism. 
According to the United Nations World Tourism Organization (2017), overtourism is defined as: 
 “the impact of tourism on a destination that excessively influences 
perceived quality of life of citizens and or quality of visitor’s experiences in 
a negative way ” 
This definition will be upheld for the duration of this report with particular emphasis on 
reclaiming the local residents’ right to happily live, work, and play in their city. Thus, the title of 
this strategy document was strategically named Reclaiming Authenticity. It is derived from the 
notion that tourism is dominating the city of Amsterdam and misrepresenting Dutch culture and 
diminishing neighborhood identities.
The foundational lens towards more deeply understanding the problem highlights the three 
main factors of overtourism as described by the UNWTO (UNWTO et. al 2019):
1. Too many people
2. Too much adverse impact
3. Too much impact on the visitor economy
1. TOO MANY PEOPLE.
Inbound growth of tourists to Amsterdam has grown significantly over 
the past decades. In 2019, international tourists to the Netherlands 
reached over 20 million (NBTC 2020). Based on data regarding overnight 
hotel stays, nearly 90 percent of those visitors spent time in Amsterdam, 
or around 19 million people. It is likely this percentage of visitors is 
even greater when taking into account those who may have stayed with 
friends or family or utilized Airbnb services. One may see the steady 
change over time outlined in Figure 1, below. By 2030, inbound tourism 
to the Netherlands is predicted to see a growth to nearly 29 million 
visitors (“Perspective 2030” 2019 p. 4). If the average five percent per year increase 
grows exponentially, the country may see an upwards of nearly 42 
million visitors in 2030 (ibid). If ratios of visitors to Amsterdam remain 
consistent this could result in almost 38 million, vastly exceeding the 
city’s carrying capacity.
Specific to Amsterdam, the growth in numbers results in increasing 
congestion in main tourist hotspots. Figure 2 shows a heat map of top 
sightseeing destinations as identified by visitor interaction on popular 
travel websites. It is important to note here the concentration of visitors 
engaged within the Centrum district. Tourism congestion is not solely 
about the number of visitors but rather the capacity to manage them. 
Recognizing this localization of tourism impact enhances the ability to 
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Figure 1. Tourist Increases and Projection - 
Amsterdam and Netherlands (millions) 
Seasonality with visitor growth is another important consideration for 
the influence of congestion. The distribution of visitors in the Nether-
lands between seasons has remained fairly consistent with the most 
noticeable peak between the second and third quarters (CBS 2020). In 2017, 
these two quarters accounted for 60 percent of visitors for the entire 
year. The second quarter has gained noticeable strength over the years 
with an average annual growth of approximately 10 percent.






Source: Statistiek Logiesaccommodaties (SLA) CBS, 2020/2030: forecast NBTC
Source: Avuxi by TopPlace
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2. TOO MUCH ADVERSE IMPACT.
The tourism intensity places increased pressure on both the residential 
and natural environment. Analyzing overnight stays is a useful indicator 
of such pressures as a direct and trackable unit of tourists. The most 
recent report of tourism developed by the City of Amsterdam cited an 
average of 6.6 overnight visitors per 100 Amsterdam residents in 2018 
(“Tourism Trends” 2019 p. 12). Per square kilometer, this equates to an average of 
339 visitors (2019 p. 12). The volumes inherently place an strain on public 
spaces in particular. The Centrum district experiences more dramatic 
density pressure with nearly 3,000 hotel guests per square kilometer 
(ibid). Figure 3 provides comparison of hotel visitors per square kilometer 
in major Dutch cities. Amsterdam has approximately five times higher 
tourist density per square kilometer than the next closest, The Hague. 
The gap is even greater for other Dutch cities. Where these imbalances 
exist, nuisance environments can emerge through congestion, noise, or 
poor behavior.





































Airbnb itself has also placed immense pressures on housing in Am-
sterdam. Boasting nearly 30 thousand listings, the share to the relative 
housing stock is seven percent (2019 p. 9). Properties are taken away from 
the normal livable housing market in an already high-demand, central 
location. This trend has been a key influence causing prices in the area 
to increase exponentially, making real estate widely inaccessible to local 
residents and businesses.
The growing density of visitors does not come without environmental 
costs. In 2018, the total carbon dioxide footprint of tourist trips to 
Amsterdam was estimated at 4.9 Metric Tons (Mt)(2019 p. 13). Additionally, 
the amount of people also results in substantial littering through the 
tourist hot spots. This further detracts from both the deserved sense of 
place for residents and genuine experience for visitors. 
The increased pressures on the surroundings leads to discrepancies be-
tween visitor and resident expectations. While tourists expect ease of ac-
cess to popular attractions, residents of the area demand respect of their 
rights to public services and a suitable quality of life (Szromek et. al. 2019 p.4). 
3. TOO MUCH IMPACT ON VISITOR ECONOMY.
Amsterdam boasts just under  one million residents, yet visitors topped 
nearly 20 times that in 2019. The visitors are willing to spend money 
during thier travels,  generating substantial income for the city via the 
industry. To accommodate the spending habits for economic gain, the 
city largely caters towards visitor groups, widely at the expense of local 
people’s basic needs. Instead of grocery stores there are cannabis cafes, 
instead of fresh local bakeries, there are chain locations with glowing 
Nutella waffles on nearly every street corner- diverging completely from 
national cuisine.and local culture.
“Shops for local people have been replaced by shops that cater solely 
to tourists. It makes you feel like a visitor in your own neighborhood. 
Even the tourists have started to complain now – because all they get 
to see is other tourists.” - Els Iping Amsterdam Resident (Van der Zee, 2017)
Accommodations are a key indicator of tourism input because it is a 
feature almost exclusively used by visitors. Demand for overnight stay 
opportunities has increased linearly with the increase in tourists. The 
city has responded accordingly by aiming to meet this demand through 
new hotel construction. Figure 4 below reveals the exponential growth 
of hotels from 2009 with a sum of 155 new developments in 10 years 
equating to nearly 16 thousand additional rooms (OIS 2020). This growth 
in new hotel developments lends notion to overproliferation of the 
tourism use fortifying overtourism and its associated physical impact. 
The urban environment and associated narratives breeds rowdiness. 
Visitors can quickly come under the impression that there are no rules 
and can act accordingly. More dangerously to the tourism narrative 
is that some visitors arrive in Amsterdam believing this questionable 
behavior is an aspect of Dutch culture-that locals consistently walk 
through the streets with a Heineken in one hand and a joint in the other. 
While inexcusable, this idea enhances the depth of overtourism theory in 















Source: Statistics Netherlands/ Onderzoek, Informatie en Statistiek
Source: Onderzoek, Informatie en Statistiek 
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RESIDENT QUALITY OF LIFE
WHAT DOES A NEIGHBORHOOD MEAN TO AMSTERDAMMERS?
For residents, there is a general rejection of the term “neighborhood” 
as it is nearly synonymous with community in Dutch. In interviews 
conducted with 26 older, middle class residents of the canal belt, 
most cite as the area not necessarily being a neighborhood and 
would not represent themselves as neighborhood people (Pinkster 
and Boterman, 2017. p. 463). Such neighborhood defined qualities 
are typically found in suburban areas. In Amsterdam, good neighbor 
relations are described as functional interactions supplemented by 
the overall mutual attitudes of preserving privacy(ibid). 
However: there is a distinct value found in the recognition of 
familiar faces in local spaces. This aspect provides a sense of comfort 
and familiarity among an otherwise private life.
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FEELINGS OF DISCONTENT. 
The most recent data collected by the City of Amsterdam on resident 
attitudes (“City Survey” 2017) towards tourism reveals that there is gradual 
decrease in satisfaction. Respondents were asked to rate their agreement 
of various statements on a ten-point scale.
Between 2016 and 2017 a notable shift occured in several statements 
that correlate to increasing tourism pressures to some degree:
1.   “I like living in my city [Amsterdam]; I cannot imagine   
living anywhere else”                 
2.  “Crowds belong to the city and are a part of urban life” 
                                                        
3. “ I am proud of Amsterdam”
0.20 DECREASE to 6.75
0.21 DECREASE to 7.25
0.14 DECREASE to 7.74
While presence of tourism remained consistent throughout both years, 
the perception of the busy environment shifted.  Figure 5 shows that 













very	quiet fairly	quiet fairly	busy very	busy
Additionally, residents have found busy activity to be increasingly a 
greater annoyance. In 2016, residents were nearly evenly spread on 
those that saw the street activity as a normal city “buzz” and those who 
found it an annoying pressure (see Figure 6). This changed in the follow-
ing year where nearly 50 percent found their city to have an annoying 
tourist pressure. Complimenting this increase, less people found the 









Figure 5. Resident Perception of Activity in Amsterdam
2016 and 2017
General “buzzing”
N utral “not nice but not annoying” 
Annoying pressure
Although these changes may seem relatively small, please note the 
survey results were gathered between only a single calendar year. 
Amsterdam sits currently within the Antagonism phase. The shifts 
in quality of life have the potential of accumulating towards greater 
dissatisfaction, acknowledging the increasing pressure placed on 
residents. Therefore, it is important that the problems are solved before 
greater distress becomes apparent.
Source: Onderzoek, Informatie en Statistiek 
Source: Onderzoek, Informatie en Statistiek 
Figure 6. Resident Perception of Tourism Pressure
2016 and 2017
MORE FEELINGS OF DISCONTENT. 
The existing conditions are problematic,  yet filled with potential for 
change. Strategies proposed aim to close gaps in resident quality of life 
to create a transparent, trustworthy, and mutually beneficial relationship 
between locals and the municipality in the face of tourism.
The City Survey (2017) asked residents on their support for tourism on a 
scale of one to five, with five being the highest level of support. Numbers 
were noticeably low across all districts in Amsterdam. As shown in 
Figure 7, the Centrum District, where most congestion is present, 
experiences the lowest score. Districts further from the Centrum 
gradually have a higher degree of support. 
Nearly six in ten residents surveyed stated the municipality “does 
little” or “too little” to address the nuisance.
In how the city government is addressing the overproliferation of short 
term rentals:
reply their city is not doing enough or nothing at all to address 
tourism
75 PERCENT
On how the city government is handling tourism (2017):
Figure 7. Resident Support of Tourism in City Districts
2017
In how the city government is addressing crowds in the city:
Over seven in ten residents believe the municipality is 
“insufficient”  or “doing nothing at all”
       Average scores below median 2.5   
       Average scores between 2.5 and 2.75
       Average scores above 2.75
Source: Onderzoek, Informatie en Statistiek 
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VISITOR EXPERIENCE
VISITOR PROFILE.
AGE - 21 to 30 years old
VISITOR TYPE - City Tripper 
an overnight tourist visitor to 
Amsterdam who came from 
another country
SPENDING HABITS - 242 euro per 
visit
TRAVEL - 78% 
explore by foot
ACCOMODATION - 63% 
of international visitors stay at a 
hotel
REASON FOR VISIT - 37% 
Walking or Cycling through 
the City
ACCOMODATION - 3.8 Nights
LOCATION - 60%








Sources: amsterdam&partners “Visitor Profile” 
2015, NLtimes “Tourism Brings 2.7 billion”, OIS
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ATTRACTIONS: HISTORIC AMSTERDAM VS. 
PERMISSIVE PLAYGROUND.
Many visitors, especially those with the 25 or younger range, want 
to experience the city as a tolerant space, one that is liberal in terms 
of drugs and prostitution. In a survey conducted by OIS, 57 percent 
identified it as playing a role in their choice to come to Amsterdam 
(“Coffeeshops” 2019).  Twenty-two percent of respondents reported visiting 
a “coffeeshop” as a main reason for coming to the city (“Coffeeshops” 2019). 
While it is important to uphold the Dutch culture of tolerance, the 
tourism industry is deeply rooted in the cannabis market. In the survey, 
when presented with the situation of closure of all the coffeeshops to 
tourists, nearly half indicated they would come to Amsterdam less often 
or not at all (OIS 2020).
RESEARCH & METHODOLOGY
170+ Cannabis Cafes 
(“Facts and Figures” 2019.)53 Museums
55 Theaters &Concert Halls
40 Parks
767 km of Bike Paths + Lanes
1000 km of Canals
The most frequently cited reason or coming to Amsterdam is walking or 
cycling through the city (“Coffeeshops” 2019). There are a plethora of activities 
for visitors to partake in while spending time in the city. From museums 
and cafes to parks and concerts, Amsterdam has suitable activities for 
every demographic type. 
Immense focus on the “permissive” activities had detracted from the 
true historic meaning of tolerance rooted in religious and cultural 
free thinking. Beyond that, these permissive activities have little to do 
with Dutch everyday life in the city. The growing number of visitors 
attracted to this image has culminated into a self-fulfilling prophecy in 
which now, the identity of Amsterdam has been geared towards visitor 
entertainment instead of authentic local culture.
288 Prostitution Windows18+
The infamous Red Light District is an additional destination of curiosi-
ty as thousands fill the streets at night to gawk at the women in red lit 
windows. While prostitution is an accepted line of work, tourists tend to 
treat the area as a playground — an opportunity to misbehave, where no 
rules apply to them. Where in fact, it is quite the opposite.
(“Facts and Figures” 2019.)
(“Window Brothels” 2020.)





To draft this plan, initial research drew heavily upon literature 
analysis. Analyzing scholarly articles provided substantial background 
in understanding the subject matter of overtourism as described. 
Amsterdam-specifc tourism material was also found allowing localized 
information to produce effective strategies.
 Primary search terms included:
+ Overtourism 
+ Overtourism Amsterdam Netherlands
+ Sustainable tourism 
+ Tourism History Amsterdam Netherlands
News articles were also a crucial source in crafting site-specific context 






Quantitative data was collected primarily via the City of Amsterdam open 
source data portal. The data is monitored and kept closely up date by the 
Research, Information, and Statistics department (OIS). Necessary data 
was downloaded in Excel format then cleaned and analyzed for use.
Other statistics were drawn from reports produced periodically from 
entities including:
+ The City of Amsterdam
+ Statistics Netherlands (CBS)
+  Onderzoek, Informatie en Statistiek 
   [Research, Information, and Statistics] (OIS)
+ Netherlands Bureau of Tourism and Congresses (NBTC)
+ amsterdam&partners
QUALITITATIVE DATA
When translation was necessary from the Dutch language to English, 
GoogleTranslate services were utilized for short phrases or paragraphs. 




One formalized meeting with a city employee occured in November 
2019. The dialogue aimed at defining the problem and understand 
priorities the city seeks to address. Throughout the project period, 
various email exchanges with city employees occurred to clarify strate-
gies and acquire usable data.
Qualitative data was collected through survey results produced from:
+ The City of Amsterdam
+ OIS
+ amsterdam&partners
Other opinions and interview quotes were drawn from scholarly litera-
ture or news resources as aforementioned.
A robust observational field analysis occured through site visits in 
both November 2019 and January 2020. Through this the author was 
able to observe tourist interactions with the given environment and 
built environment characteristics. These details allowed for a real-time 
understanding of overtourism influences.
RELATIONSHIP TO OTHER PLANS.
City in Balance is the primary plan of execution via the City of Amster-
dam to establish an equilibrium to between residents and visitors. The 
City has prescribed six goals and nearly 70 operational measures in 
hopes of achieving a sustainable tourism environment where “tourists 
are welcome, but residents come first”. The six focus areas include:
1. Less nuisance
2. Attractive mixed-use development
3. More space on the streets and canals
4. Better financial balance in visitor economy
5. Sustainable recreation and facilities
6. Dispersal of visitors
The program sights are set to end in 2022 before new strategies emerge. 
As Amsterdam continues with unprecedented tourism growth, the cur-
rent measures alone may not be enough to sustain the city long-term. 
This notion places a sense of urgency to enhance current measures and 
facilitate drastic change. The proposed operations are widely strategic 
and investigative to current conditions. The strategies proposed in this 
report will build upon this knowledge to produce succinct actions for 
adaptable and durable visitor management.
The City, holding a valuable leadership position within the community, 
will continue to spearhead efforts for progress, yet, no one entity 
cannot revitalize Amsterdam alone. The City recognizes that a model 
for sustainable communities must encourage consistent participation of 
all stakeholders. The strategies proposedwill illustrate how the actions 
will apply with different stakeholders in a way to embrace collective 
responsibility to support community resilience.
Other Plans that are referenced, having stake in the tourism environment 
include:
1. Sustainable Amsterdam Plan
2. Space for the City Plan 
3. Structural Vision Amsterdam 2040
 
4. Retail Policy Amsterdam 2018-2022
5. Housing Development Plan 2018-2025
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The following policy analysis focuses on current policies or visions that currently 
exist pertaining to the experiences of both visitors and local residents. Ultimately, 
while many of these measures foster good intentions it is advisable to enhance 
them to adhere to the drastic change necessary to control overtourism in the city.
 The gaps that become present in analysis provide guidance to the structure of the 
growth management strategies to be outlined in the following section.
CURRENT REGULATORY 
ENVIRONMENT
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                                             REGULATION ON 
In 2017, the City of Amsterdam implemented a ban on new construction, 
transformation, or extension to hotels in the city (City of Amsterdam 
“Overnachtingsbeleid”).  The aim is to provide balance between residents, 
visitors, and businesses, as well as to support the city council in gaining 
control of growth (ibid). The policy is met with exceptions. Certain areas 
of the city are defined as “no hotel development, unless.” “No unless” is 
factored by a step-by-step plan which a developer must meet in order 
to be approved. Essentially, the hotel must demonstrate a positive 
contribution to a diversifying range of accommodation as well to the 
social, cultural, and economic climate of the given neighborhood. Figure 
6, below, reveals the boundaries for the policy. Note the majority of 
potential development regions exist on the boundaries of the Centrum 
district area revealing a likely need to reduce influence in the center. 
This idea is upheld by the concentration of current hotel developments 
described in Figure 7. 
Figure 6. Hotel Development Permission Boundaries
1. HOTEL GAP:
Hotels are profitable, especially in such a large tourism hub. This factor 
alone would arguably be enough to provide justification equating a 
“no, unless” to a yes in most cases. Given this and the location of these 
potential development zones, one can predict the imminent continued 
sprawl of tourism. 
Figure 7. Current Hotel Developments in Amsterdam
Amsterdam District Boundaries
Source: City of Amsterdam Space and Sustainability Department
Source: City of Amsterdam Space and Sustainability Department
2. AIRBNB
The over proliferation of traditional accommodation opportunities is 
only further supplemented by the short-term rental market through 
Airbnb.  Currently, there are nearly 30,000 Airbnb hosts in Amsterdam. 
The original intent of this service being introduced in Amsterdam was 
to provide visitors with an authentic experience by staying in a person’s 
home. However, it quickly became very commercialized and owners 
found it more profitable to rent out their entire properties than to use 
normal letting markets.
The City has made attempts to mitigate these impacts in two iterations. 
The first, in 2017 put a cap on the amount of days a person was allowed 
to rent out their entire home to 60 nights per year (“Airbnb Amsterdam”). This 
was later restricted by half the amount in January 2019 to 30 nights 
per year (ibid). The Airbnb site will not process any more rental requests 
from users for a entire homes past the 30 days unless they had a specific 
permit (ibid). 
The permit concept was revisited in late January 2020 by the country’s 
administrative court revealing Amsterdam was wrong for allowing locals 
to rent property to tourists in any capacity without a permit (“Renting to 
Tourists” 2020). The Council of State noted the permit is compulsory and the 
city deciding to not require it for these ‘holiday rentals’ conflicts with the 
housing law (ibid). The court reiterates by acknowledging in areas where 
there is a shortage of housing, all holiday rentals are illegal unless there 
is a license (ibid).
Currently the city is in the process of developing a new permit system 
to adjust to this ruling as quickly as possible. They cite intentions to 
make housing regulation adjustments. Until then, the obligation to notify 
the city of a rental is ceased but will later be reinstated upon permit 
adoption(“Airbnb Amsterdam”).
GAP:
At this time, Amsterdam is in a critical position to further regulate the 
short-term rental market. In developing this new permit system, the City 
can take the opportunity to spatially regulate by completely restricting 
these rentals in congested parts of the city.  As of April 2020, the city 
has developed plans to ban Airbnb in the Centrum neighborhoods (“Airbnb 
Ban” 2020).  However, other congested areas outside the Centrum should 
be considered. Also, local residents need to know their ability to report 
suspected disturbances or irregularities in their neighborhood due to 
Airbnb rentals.
ACOMMODATION.
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                                     POLICY GOALS FOR
1. Urban Development
The City of Amsterdam is well aware of its demand and exponential 
increase in inhabitants. Because of this, in 2016, the city began to 
seek ways to facilitate growth such that it reduces the already present 
strain on the housing market. To do this, the City aims to enable the 
construction of 52,500 homes within the city boundaries by 2025 
(City of Amsterdam “Setting course for 2025”). Increasing housing density is key to 
their vision, using infill or rezoning measures where possible (ibid). 
Intentionally, the City keeps livability, affordability, and accessibility as 
key factors (ibid). 
GAP:
As with any proposed housing developments, there is a concern of 
gentrification or displacement. The goal for this report is to allow locals 
to reclaim their city and sense of place. There needs to be a certain 
weariness for new areas especially the area noted east of the centrum 
district. With that being said, there is a benefit to upholding a certain 
form to this historic city, one in which new developments maintain 
consistency within the neighborhood architectural structure. Again, 
this emphasizes the importance and pride of locals in their country and 
neighborhood that should be upheld.
2. Terrace
Amsterdam prides itself on being a hospitable city with a dynamic 
leisure environment that compliments the standard bustle of people who 
live and work in the city. Therefore, the city encourages business owners 
to take some responsibility for what occurs in public spaces (City of Amsterdam 
“Terrassenbeleid”). 
Terraces at restaurants or cafes are crucial to creating a lively and 
attractive street environment. The terrace policy set in place in 2011 for 
the Centrum District assumed a minimum through space of 1.5 meters 
(ibid). Recognizing the increase in pedestrians from tourist traffic in the 
area, the City has imposed a policy prohibiting the expansion of terraces 
for more walking space (ibid).
 LAND USE.
GAP:
The idea that more walk space is needed is valid. However, it may be 
wrong to be taking it away from terraces that help foster a dynamic pe-
destrian environment. Further measures should be taken to clarify the 
policy and take away from automobile traffic instead, where possible, 
as a use that already inhibits pedestrian activity.
3. Green Space
With visions to further develop urban spaces and associated 
infrastructure as a way to balance the growth and overcrowding, it 
becomes ever more important to maintain balance of appropriate 
greenspaces. Additionally, local resident satisfaction with Greenspace 
in the city offers noticable room for improvement as revealed in 2017 
survey results (see Figure 8)
Parks are a large point of focus in the City’s Green Space Policy because 
they are used by everyone, visitor or resident, young and old. As the 
number of both people visiting and moving to Amsterdam continues to 
grow the number of people visiting parks has seen a rise (City of Amsterdam 
“Greenspace Policy”). Parks hold a critical position in aiding the dispersal 
of visitors and reducing congestion (ibid). This position is upheld by 
investment to increase appeal to less intensively used parks, attracting 
visitors to different parts of the city (ibid.).
Further, there is a focus of connecting parks and greenspaces, a 
factor paramount in the tourism industry (ibid.). As certain parks or 
greenspaces carry intensive use, others are rather sparse with visitors. 
This is partly due to their accessibility and, if improved, their increased 
use may contributeto the wider distribution of visitors, removing 
bottlenecks (ibid.). The city is supportive in committing to discussions 
and agreements with stakeholders to enhance the connections and 
subsequent services or aesthetics of the parks and green spaces (ibid.).
Additionally, neighborhood greenspace is of vital importance to give a 
community a sense of place. Its function serves as a tangible possession 
that can separate themselves in the face of growing tourism agendas. 
The City plays a valuable role by investing in a) subsidies where people 
can work on green space themselves b) in the support of green neigh-
borhood initiatives and c) improving green space in neighborhoods and 
schools (ibid).
GAP:
The city’s green space policy is lacking boldness in expanding public 
green space to compliment the established minimum green space 
amount to protect. They are in a unique position to coordinate with new 
renovation projects of city facilities to expand, for example.
[6]
[7]
Figure 8. Local Resident Satisfaction of City Greenspace (1-10 Scale)
2017
Source: Onderzoek, Informatie en Statistiek 
As 2020 has dawned, the concept 
plan Course 2020-2025 is set into 
motion, identifying space for area 
development. This is key to their 
ambitious 5,000 homes per year 
within the five-year time span 
(ibid).
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3. Retail
Retail is a significant use that converges both residents and visitors alike. 
Amsterdam is successful as a retail hub for the Netherlands as a whole. 
However, the city and market are changing in that Amsterdam is expe-
riencing unprecedented growth while people’s shopping habits are also 
shifting (City of Amsterdam “Detailhandelsbeleid”). Therefore, the City put in place a 
2018-2022 Retail Policy to address the changes needed for shops.
The policy focuses on two subject areas (ibid):
1. Converting vacancies into other viable commercial functions. This 
does not necessarily mean another retail outlet, but rather an alternative 
productive area such as workspace or gym, for example. 
According to a vacancy report by the City of Amsterdam, in 2019, retail 
vacancies in in the city were situated at nearly 3.9 percent, a slight 
increase from the previous year (“Barometer Winkelleegstand” 2019). The Centrum 
district consistently sees the lowest overall vacancies and remains the 
most stable. Other districts see significantly higher vacancies and larger 
fluctuations. These trends are visibile in Figure 8, lending notion to the 
vitality of the Centrum District widely because of its strong tourism base.
2. Expand the number of shopping opportunities spread across the city. 
This includes diversifying the existing shops in the city center that are 
now widely catered to tourists.
GAP:
A clear gap that exists in the retail policy arena is no indication of 
adjusting retail form. For example, the tourism heavy areas are incredibly 
burdened by large and illuminated signs that taint the historic and 
cultural image of Amsterdam.
Figure 8. Vacancies in Amsterdam Districts
POLICY GOALS FOR LAND USE.
Source: Locatus Point of Scale Explorer and City of Amsterdam 
TOURISM USES.
1. Coffeeshops
Cannabis cafes otherwise known as coffeeshops are an icon of visitor 
attraction. Cannabis is technically illegal in the Netherlands, but the 
Dutch embrace a tolerance policy to the retail sale of small quantities for 
personal use (City of Amsterdam “Coffeshop Policy”). The municipality of Amsterdam 
has their own policy to manage the coffeeshop sector. 
The number of storefronts is kept small such that the number was 
reduced from 350 in the city in 1999 to most recently 165 shops in 2017 
(ibid). Additionally, coffeeshops are subject to regular visits by authorities 
to see they are in compliance to regulations (ibid). Regulations aim at 
protecting health of users and preventing public nuisance or criminal 
activity. Coffeeshops in Amsterdam (ibid):
1. Must have a valid permit of operation
2. Must not sell more than five grams per day per person
3. Must not sell alcohol or hard drugs
4. Must not allow people under the age of 18
GAP:
The accessibility to cannabis in general within Amsterdam renders 
much of the attempted nuisance abatement seemingly obsolete. The 
regulations for coffeeshops and their business activity may be firm but 
there is little control of visitor usage or consumption. Five grams is 
already an exceptionally large amount of cannabis for a single person. 
The access to additional drugs or alcohol is still very accessible even 
if not within the immediate store. Thus, nuisance behavior can spread 
through the city as people search for additional opportunities.
2. Tours & Entertainment
In Amsterdam, restrictions presently exist for tours within the Centrum 
District. According to policy, guided tours cannot consist of more than 
15 people (City of Amsterdam “Rules and Exemptions for Guided Tours”). Guides giving 
tours larger than four need certain permit (ibid). Tours can be conducted 
between 8:00 AM and 10:00 PM (ibid). There are also restrictions against 
loitering in populated areas or in front of facilities during open hours 
(ibid). Additionally, guided tours are completely prohibited in streets with 
prostitution windows (ibid). Guides must also display a token identifying 
the company the work for and necessary permits (ibid). There is an 
additional component instructing the guide to inform participants about 
being respectful to the local community (ibid). Figure 9 below provides 
the boundaries for the restriction and prohibition areas.
Figure 9. Tour Restriction and Prohibition Areas in the Centrum 
District
Source: City of Amsterdam Space and Sustainability Department[8]
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As of January 2020, the prices have increased over 50 percent from the 
previous year (City of Amsterdam “Entertainment tax”):
1. 1.50 euro per passenger/visitor/ member of guided tour
2. 0.75 euro for pedal boats and vessels with permanent mooring
Many tour groups are spread throughout the city at any given time. 
It seems exceptionally difficult to regulate their adherence to the 
regulations. Additionally, entertainment taxes are beginning to send 
stronger price signals to tourist uses and an increase in admission prices 
are imminent. However, the business type is not considered. For a large 
chain tour organization, this price may not be a problem. Other local  
small-scale tours may struggle to remain viable if they need to increase 
ticket prices.
GAP:
Organizations offering entertainment activities including walking, boat, 
and bus tours, water taxis, and pedal boat rentals, as well as floating 
restaurants and performances must pay an entertainment tax to the City 
of Amsterdam. These costs are typically incurred by the participant of 
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1. MARKETING & COMMUNICATION




Provide an enhanced structure of tourism management
 strategies that can facilitate the needed change to restore 
balance between visitor and local dynamic
In response to the associated trends and challenges detailed 
in the preceding, strategies upon which to manage tourism 
growth in Amsterdam fall within four tactical pillars. Each 
pillar details ojectives and action items to ensure a robust and 
holistic implementation process.
The proposed strategies are not constructed to condemn 
or stop all tourism flows as that is counterintuitive to the 
international, open, and inclusive Dutch culture. Rather, they 
highlight ways to properly manage the influx to maximize 
positive resident quality of life and genuine visitor experiences. 
By carrying out the following actions, Amsterdam will 
equipped for long-term sustainability of both their tourism 




Sustainablity of Industry + Local Identity
MISSION









• Short Term - up to one year   
• Medium Term - two to four years 
• Long Term - five or more years
A general estimation of the time frame to 
complete an action will be provided to the 
following degree:
Supporting partners detail the recommended stakeholders crucial to 
leading and carrying out an action. This description places a sense of responsibility 
on varied entities enhancing outcomes and encouraging collaboration.
The measure of success provides a suggested metric upon which to evaluate the 
development of the action. Metrics may embrace quantitative and or
qualitative focus. 
The description is the explanation of key elements to the action 
providing insight for deployment.
GOAL
Shape marketing and communication to facilitate behavior changes
Expand toursim data collection capabilities
Enhance marketing structure to present authentic narrative
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1. Expand toursim data collection capabilities 
ACTION 1.1 | Deploy more accurate method of tracking tourism 
numbers
ACTION 1.2 | Increase frequency of both visitor and resident surveys
TIME FRAME: Short term | up to one year
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, OIS, NBTC, CBS
MEASURES OF SUCCESS: 
• Number of visitors at popular attractions
• Incoming visitors at Schipol airport
• Short-Term rental utilization
• Benchmark through overnight hotel stays
DESCRIPTION: 
Currently, the calculations of the number of tourists rely heavily 
on the evaluation of hotel visits. This has significant implications 
as many tourists may be taking a trip for a single day, not needing 
accomodation. Others may be staying with someone they know or 
utilizing a short-term rental. This action is an effort to draft more 
precise numbers so as to definitively assess the impact on city 
resources. 
SUPPORTING PARTNERS: City of Amsterdam, OIS, 
amsterdam&partners
Amsterdam is at a critical point of agitation. Both residents and 
visitors have realized the impacts of overtourism and deserve to 
have their voices heard. Resident surveys by OIS occur once per 
year. Amsterdam& Partners surveys visitors every four years. This 
action will expand data upon which to evaluate needed change. 
By increasing frequency, analysis can connect feelings of joy or 
discontent with various measures implemented.
MEASURES OF SUCCESS: 
• Number of times per year
• Benchmark via number of participants
DESCRIPTION: 
1. Expand toursim data collection capabilities 
ACTION 1.3 | Develop a study tracking path movements of visitors 
to determine their common access and movement points
ACTION 1.4 | Deepen community involvement processes.
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Space and 
Sustainability Department, Mobility and Public Space 
Department, OIS
MEASURES OF SUCCESS: 
• Secure technology adoption
• Number of participants
•  Benchmark through popular attractions via travel websites
DESCRIPTION: 
This action is an attempt to moderate congestion of varied modes 
including pedestrian, cycling, or automobiles in various areas of 
the city. If common movements can be identified, alternative route 
planning may be made more efficient to reduce pressure in critical 
points.
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, District Committes, 
OIS
MEASURES OF SUCCESS: 
• Number of public forums
• Available outlets to voice opinions or concerns
• Demographic diversity of participants
• Number of participants
DESCRIPTION: 
Amsterdam belongs to its 
smart, hardworking, and 
diverse set of residents. 
By deepening community 
engagement, a transparent 
and trustworthy environment 
can be created. In this 
manner, stakeholders can 
understand priority areas 
of data collection. Further 
solutions can then be tailored 
to the unique community 
perspectives.
Actors in both spatial 
planning and statistics are 
called upon to combine 
efforts to develop the 
system of which the 
outcome of information 
may be most useful 
in application to their 
respective fields.
The committes for each of the seven districts of Amsterdam are the 
lead partners in this action, acting as the primary contact point. The 
committes will develop a variety of platforms for which members of 
their district can be heard in a safe and encouraging environment.[11]
[12]
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ACTION 2.1 | Indentify Amsterdam brand themes
2. Enhance marketing structure to present authentic narrative
ACTION 2.2 | Develop “Amsterdam Conscious Traveler” Pledge to 
engage visitors of their impactTIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: amsterdam&partners, Neighborhood 
Organizations, District Committes
This action encourages authenticity by creating a guiding structure 
of brand themes to adhere to as the tourism industry continues to 
grow. It is crucial that the development of the brand themes does 
not succumb to the staged authenticity currently present in the city.  
To do this, the local community should be heavily involved in the 
development process. 
As the marketing lead in Amsterdam, amsterdam&partners can most 
effectively deploy the brand themes to fundamentally change the 
image of tourism to that which makes resident proud of their city.
MEASURES OF SUCCESS: 
• Themes identified
• Avoidance of inauthentic tourism narrative
DESCRIPTION: 
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, 
amsterdam&partners, Tourism attraction operators, Hotel and 
Short-Stay rental operators
By implementing an “Amsterdam Conscious Traveler” Pledge, a 
connection is made between visitors and local residents. The pledge 
will be an informative measure to make visitors aware of their 
influence on the community and allows for a greater understanding 
of the true local dynamic. The supporting partners allow holistic 
implementation by catching visitors at a variety of intake points.
Through this pledge, visitors will commit to:
+ treating  the city with genuine care and respect
+ behaving in a responsible manner
+ adhering to the set rules and regulations
MEASURES OF SUCCESS: 
• Pledge developed
• Number of respondents
DESCRIPTION: 
[13]
ACTION 2.3 | Develop material that expands and spreads local 
stories to visitors
2. Enhance marketing structure to present authentic narrative
ACTION 2.4 | Produce and mandate behavior awareness educational 
component at tourist activities
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: amsterdam&partners, Neighborhood 
Organizations, District Committes
This action integrates an additional element of authenticity as people 
visit Amsterdam. Through marketing campaigns that exude voices 
of local residents, visitors may begin to conceptualize true Dutch 
lifestyle, history, and culture. By also engaging visitors in resident 
feelings, they will ideally become more conscious of their behavior 
choices.
MEASURES OF SUCCESS: 
• Number of interviews collected
• Diversity of viewpoints
• Campaign placement
DESCRIPTION: 
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, 
amsterdam&partners, Tourism attraction operators
Only sparing tours through the city have an educational component 
involved in operation making visitors aware of their potential 
impact. This action is an effort to expand the outlook, providing a 
formalized process of education at main tourist hotspots. Diversity in 
these messages is key so as to not numb visitors to the importance 
of engaging in behavior that uplifts, rather than diminishes the city 
image. The action will require both input and support from industry 
leaders to produce authentic and effective narratives.
MEASURES OF SUCCESS: 
• Production of verbal/audio visual material
• Policy acceptance
• Perception of material
DESCRIPTION: 
[14]
42 Reclaiming Authenticity 43Tourism Growth Management
ACTION 2.5 | Develop interactive visitor application available on 
mobile platforms
2. Enhance marketing structure to present authentic narrative
TIME FRAME: Long term | five or more years
SUPPORTING PARTNERS: City of Amsterdam, 
amsterdam&partners, Arts and Culture Department, Mobility 
and Public Space Department
The development of an interactive app acts as a gateway to many 
crucial tools to engage visitors in a deeper understanding of the 
history, culture, and lifestyle of Amsterdam. The app will draw upon 
game theory where various “objectives” are met as one explores the 
city, leading them to diverse locations and providing incentives.
MEASURES OF SUCCESS: 
• Number of downloads
• Benchmark through location visitation
DESCRIPTION: 
The interactive component will allow visitors 
to:
+   uncover unique destinations in the city and 
beyond
+   discover local businesses where they can 
redeem varied incentives
+   revieve a push notification when in certain 





Strengthen economic stability by managing tourism uses
1.
2.
Contain overproliferation of tourism economy
Uplift local economy to prioritize uses true to Dutch culture
ACTIONS




• Short Term - up to one year   
• Medium Term - two to four years 
• Long Term - five or more years
Supporting partners detail the recommended stakeholders crucial to 
leading and carrying out an action. This description places a sense of responsibility 
on varied entities enhancing outcomes and encouraging collaboration.
The measure of success provides a metric upon which to evaluate the 
progress of the action. Metrics can follow quantitative or
qualitative methods.
The description is the explanation of key elements to the action 
providing insight for deployment.
A general estimation of the time frame to 
complete an action will be provided to the 
following degree :
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ACTION 1.1 | Introduce a ‘Sustainable Tourism Zone’ in the Centrum 
District
ACTION 1.2 | Strengthen restrictions on new hotel developments
1. Contain overproliferation of tourism economy
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Mobility and Public 
Space Department., Planning and Sustainability Department., City 
Development Deptartment
MEASURES OF SUCCESS: 
• Policy adoption
• Identified boundaries
• Adherence to regulation
DESCRIPTION: 
This zone will act in difference from a traditional tourism zone 
ordinance which is typically put in place to attract investment. 
A sustainable tourism zone in this case will serve to combat the 
continuing sprawl of disturbing land uses or those that induce 
nuisance behaviors.
Within the zone, existing and new tourism related businesses must 
comply with executing strategic actions (where applicable). Ideally, this 
can be a measure put in place in the Centrum District where tourist 
impacts are concentrated such that existing and new policy is simply 
not enough to harness control. A sustainable tourism zone is flexible to 
be used as a temporary or long-term measure to target the problem of 
overtourism most efficiently. Additionally, it can be adjusted over time 
to adapt to the fast-moving and unpredictable industry. 
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, City Development 
Department, Planning and Sustainability Department
MEASURES OF SUCCESS: 
• Number of hotel proposals
• Location of new hotels
•  B enchmark from current hotels and development
   approvals
DESCRIPTION: 
Hotels have become a very dominant tourist-oriented land use in 
Amsterdam. The city currently forbids development of new hotels in 
certain areas of the city. Whereas, in other other areas (see pg. 28) are 
designated “no, unless.” The unless means there needs to be a valid 
and approved reason for the proposed development. The gap here is 
that new developments can easily carry the high revenue narrative 
that overpowers voices of the community. 
To strengthen restrictions, 
the City of Amsterdam and 
supporting departmental 
expertise must either employ 
a more rigorous process of 
approval or simply say no 
alltogether for new hotel 
developments until a more 
sustainable tourism structure 
emerges. [16]
ACTION 1.3 | Increase tourism tax on accommodations ACTION 1.4 | Produce measures to consolidate coffeeshops into one 
area of the city
1. Contain overproliferation of tourism economy
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, Economic Affairs 
Department, Hotel Operators
MEASURES OF SUCCESS: 
• Tax revenue
• Benchmark rate from number of overnight stays
DESCRIPTION: 
For hotels in Amsterdam there is currently a 7% tourism tax per room 
in addition to a €3 per person per night fee. Visitors using peer-to-
peer lodging such as Airbnb are charged a 10% tourism tax. In order 
to send stronger price singals to visitors allowing them to recognize 
their impact, it is recommended that economic partners and hotel 
operators develop a phasing plan to begin to increase the tax over a 
defined period of time. The use of revenue could then be placed into 
important tourism relief tools such as the enhancement of public 
space, assisting local businesses, or additional litter control.
TIME FRAME: Long term | five or more years
SUPPORTING PARTNERS: City of Amsterdam, Mobility and Public 
Space Department, City Development Department
MEASURES OF SUCCESS: 
• Plan deliverable
• Identify usable location
• Benchmark from drug related disturbance reports
DESCRIPTION: 
The implementation of this 
action can be used as a gateway 
to contain nuisance uses. The 
use of soft drugs can inherently 
produce unfitting behaviors, 
creating disturbances in 
neighborhoods around the 
city. By drafting a step-by-
step process to consolidate 
coffeeshops in one area of the 
city, activity can be monitored 
and distrubances can be 
minimized. All the while, it will 
maintain the tradition of Dutch 
tolerance that is so widely 
admired.
[17]
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ACTION 1.5 | Enrich tourism company relationships with the 
municiple government
1. Contain overproliferation of tourism economy
ACTION 1.6 | Designate municipal task force for research and policy 
development for short term rental control
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, Tourism Operators
MEASURES OF SUCCESS: 
• Points of contact
• Available outlets to make contact
• Number of outreach efforts
• Policy/Regulation collaborations
DESCRIPTION: 
This action is formulated to expand collaborative processes with 
tourism business operations and municipal officials. A more formal 
connection can broaden consistency of the deployment of tourism-
oriented measures for the benefit of both parties. In addition, such 
relationships can provide a heightened transparency fostering a sense 
of trust. 
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, Short-Term Rental 
Operators, Economic Affairs Department, Housing Department
MEASURES OF SUCCESS: 
• Identified members
• Defined mission
• Number of meetings
DESCRIPTION: 
Over the years, much has been done to address the tremendous 
amount of short-term rentals that took over the city, driving housing 
and real estate prices through the roof. This action encourages further 
research and policy development by crucial stakeholders to make the 
best decisions as the city continues forward.
[18]
ACTION 2.1 | Incentivize local business uses ACTION 2.2 | Assess vacancies to acquire for local use
2. Uplift local economy to prioritize uses true to Dutch culture
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Local Business 
Owners, Economic Affairs Department, Resident and Business 
Service Department
MEASURES OF SUCCESS: 
• Budget use and availability
• Number of businesses engaged
DESCRIPTION: 
Local businesses have a unique position to contribute to providing 
an authentic narrative of Dutch culture. This action is an effort to 
facilitate financial incentives in helping local businesses situate in 
areas of notworthy tourist concentration where storefronts may 
otherwise be too expensive.
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, City Development 
Department, Planning and Sustainability Department, Local 
Business Owners, Resident and Busienss Service Department, 
Real Estate Agencies
MEASURES OF SUCCESS: 
• Number of usable vacancies
• Evaluation of local business market
DESCRIPTION: 
This tactic builds upon 
action 2.1 to maximize 
the use of available space 
within the city to uplift the 
small business economy 
and prioritize authentic 
uses. Accomplishing this 
action will draw upon the 
capabilties of supporting 
partners to connect known 
vacancies to identified 
business owners of which 
their uses have been 
verified to positively 
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ACTION 2.3 | Create tax incentive for culturally authentic tours ACTION 2.4 | Administer survey to local businesses to examine 
tourism impact
2. Uplift local economy to prioritize uses true to Dutch culture
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Tourism Attraction 
Operators, Economic Affairs Department
MEASURES OF SUCCESS: 
• Budget use and availability
• Definition of “culturally authentic”
• Tour operator interest
• Policy acceptance
DESCRIPTION: 
Currently all tours and entertainment operations are required to pay 
a tourism tax which is typically incurred on the participant. As this 
has increased, attractions have accomodated by raising admission 
prices. This action is meant to benefit small-scale, culturally authentic 
tourism operations or attractions that may not be able to remain 
viable with a raise in admission prices. A tax incentive will even 
the playing field against larger tour operations, further diversifying 
experiences for visitors. To facilitate the selection of incentive 
distribution, an application process may be beneficial for partners to 
review in deeming it an authentic use. 
For example - a tour of to a historic “hidden gem” location outside the 
city center will recieve an incentive over a coffeeshop and pub crawl 
tour.
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, OIS, 
amsterdam&partners, Resident and Business Service 
Department
MEASURES OF SUCCESS: 
• Number of participants
• Frequency of survey
DESCRIPTION: 
This action will act as a catalyst in expanding the understanding of the 
impact of the tourism industry on local businesses. The supporting 
partners will play a critical role in analyzing the information to 
develop changes necessary based on viewpoints of traditionally 
authentic businesses. The information collected can further serve as a 
baseline assessment of a potentially conflicting industry environment. 
Maintaining a high frequency in survey collection is important so as to 
track changing feelings to reasses goals.
ACTION 2.5 | Increase taxes on chain locations above a defined 
amount
2. Uplift local economy to prioritize uses true to Dutch culture
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Economic Affairs 
Department, City Development Department, Real Estate 
Agencies
MEASURES OF SUCCESS: 
• Budget use and availability
• Identified limit of locations
• Policy acceptance
DESCRIPTION: 
Many globally recognized international retail, food, and beverage 
chains exist with the Amsterdam market. The Centrum District, in 
particular, boasts a plethora of these chains, many of which having 
several locations. The dominance is present and recognizable, most 
are not of Dutch origin, several are not even European. 
This action is an effort 
to send a strong price 
signal discouraging the 
overproliferation of single 
chain locations in the city 
center. The outcome will 
ideally provide a gateway for 
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RESIDENT QUALITY OF LIFE
GOAL
Preserve and restore quality of life by mitigating overtourism influences
1.
2.
Maximize land use controls to minimize nuisance uses
Deepen engagement with local residents
ACTIONS




• Short Term - up to one year   
• Medium Term - two to four years 
• Long Term - five or more years
Supporting partners detail the recommended stakeholders crucial to 
leading and carrying out an action. This description places a sense of responsibility 
on varied entities enhancing outcomes and encouraging collaboration.
The measure of success provides a metric upon which to evaluate the 
progress of the action. Metrics can follow quantitative or
qualitative methods.
The description is the explanation of key elements to the action 
providing insight for deployment.
A general estimation of the time frame to 
complete an action will be provided to the 
following degree :
ACTION 1.1 | Expand the signage of open alcohol ban in public 
spaces
ACTION 1.2 | Implement a form based code to minimize eccentric 
storefronts
1. Maximize land use controls to minimize nuisance uses
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, Planning and 
Sustainability Department, Amsterdam Police Department, 
Mobility and Public Space Department
MEASURES OF SUCCESS: 
• Defined expansion perimeter
• Benchmark reported alcohol distrubances
DESCRIPTION: 
Drunken and disorderly behavior is a commonly cited nuisance 
among residents and the image of Amsterdam as the party city 
proliferates staged authenticity. The current zones where signage is 
placed notifying visitors of the rules has been effective. This action is 
meant to expand the usefulness to other areas of the city, providing a 
clear message without room for misinterpretation.
TIME FRAME: Long term | five or more years
SUPPORTING PARTNERS: City of Amsterdam, Planning and 
Sustainability Department, Resident and Business Services
MEASURES OF SUCCESS: 
• Definition of “eccentric storefronts”
• Policy proposal and acceptance
DESCRIPTION: 
Varying businesses in the city have used eccentric tactics to attract 
visitors to their stores. Such methods have burdened the historic 
street view.  This tactic aims at restoring the traditional aesthetic.
Some forms of burdensome display to address include:
+ Large signs that extend well out over the street 
+ Unnatural fluorescent lighting 
+ Inappropriate display of permissive products
The Amsterdam Police 
Department is a crucial 
partner as they can 
provide insight into 
hotspots of common 
incidents. Additionally, 
they are able to staff and 
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ACTION 1.3 | Restric canal cruise businesses and locations ACTION 1.4 | Plan new contruction in a way that is advantageous 
towards expanding public green space
1. Maximize land use controls to minimize nuisance uses
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Planning and 
Sustainability Department, Canal Cruise Operators
MEASURES OF SUCCESS: 
• Number of boats
• Commercial v. Private canal traffic volumes
• Policy proposal and acceptance
DESCRIPTION: 
Canal cruises have historically been one of the most popular 
attractions Amsterdam has to offer. The vast number of companies 
offer several expeditions throughout the day. Each independent 
company has large boat fleets which have began to clutter the iconic 
canals. 
TIME FRAME: Long term | five or more years
SUPPORTING PARTNERS: City of Amsterdam, Planning and 
Sustainability Department, Mobility and Public Space Partners, 
Parks Department, Construction Contractors
MEASURES OF SUCCESS: 
• New project proposals
• Green space considerations
• Benchmark protected areas
DESCRIPTION: 
The age of Amsterdam combined with its consistant flow of traffic 
has begun to wear the city’s infrastructure warranting construction 
for rennovations. This action encourages the collaboration between 
city departments and contractors for projects to take advantage of the 
contstruction to expand public space. 
This action focuses on restricting (1) the operations on the water at 
one time,  (2) the number of boats in a fleet allowed to dock from one 
company and (3) the clustering of companies in a single area. 
While this action interacts with a 
tension to build exactly as before 
for purposes to open more quickly, 
the long-term benefits will be 
worth the time. By expanding 
public space, people will be able to 
more equally distribute throughout 
the city, relieving congestion at 
critical points.
[25]
ACTION 1.5 | Monitor pedestrian traffic congestion to promote 
alternative route planning
1. Maximize land use controls to minimize nuisance uses
ACTION 1.6 | Place a cap on number of single chain businesses 
allowed within a certain radius of eachother
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Economic Affairs 
Department, City Development Department
MEASURES OF SUCCESS: 
• Defined restriction
• Defined radius
• Benchmark current chain locations
DESCRIPTION: 
The overproliferation of chain business in the Centrum District  is 
such that one can quickly recognize several locations of the exact 
same store, restaurant, or cafe within merely a few paces from 
eachother. Many of these uses are not of Dutch origin but rather global 
brand names. Thus, this tactic is an effort extend land use controls to 
detract from such inputs that facilitate staged authenticity. 
TIME FRAME: Long term | five or more years
SUPPORTING PARTNERS: City of Amsterdam, Planning 
and Sustainability Department, Mobility and Public Space 
Department
MEASURES OF SUCCESS: 
• Number of pedestrians
• Number of delays
• Benchmark traffic volumes
•  Benchmark through resident perception of pedestrian traffic 
DESCRIPTION: 
Pedestrian traffic from visitors can reach peaks of agitation where 
main tourist attractions are located. This action is intended to 
moderate pedestrian traffic to reduce congestion pressue. Through 
information collected, alternative routes can be planned and 
communicated to visitors in real-time. 
 Ideally, it will create a more welcoming 
environment for local businesses to 
enter and be more involved in shaping 
the tourism economy. Stakeholders 
must work to identify the proper 
units of measure for the most effective 
limitation.
[26]
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ACTION 2.1 | Formalize resident research to distinguish what 
residents rate of high importance in their neighborhoods
ACTION 2.2 | Enhance transparency between municipality and 
residents on how overtourism is being addressed
2. Deepen engagement with local residents
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, District 
Committees, Neighborhood Organizations, OIS
MEASURES OF SUCCESS: 
• Resident participation
• Demographic diversity of paricipants
• Values derived
DESCRIPTION: 
Ultimately, it is not the municipality’s position to decide what is best 
for the wide community fo Amsterdammers. This action is an effort 
to enhance the value of trust between residents and the city. Resident 
research should promote consistent contact through a variety of 
platforms to define specific values. It is important to not treat such 
action as a box to check but rather at communication tool to best 
provide for residents amidst a quickly changing city dynamic.
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, Neighborhood 
Organizations, District Committees, OIS
MEASURES OF SUCCESS: 
• Numebr of public forums
• Diversity of platforms available
• Demographic diversity of residents engaged
•  Benchmark from resident feelings toward municipal action on 
tourism
DESCRIPTION: 
It is a widely held understanding among Amsterdam residents that 
the municipality is not doing enough to mitigate tourism nuisances. 
Platforms for residents to understand city processes are limited 
outside of primary news headlines.
Therefore, this action aims 
at establishing forms of 
connection for locals to 
understand and comment 
on processes to address 
tourism. This may come in 
the form of periodic public 
forums and could be enhanced 
by a consistently updated 
dashboard of statistics, 
measures implemented, and 
decisionmaking statuses.
[27]
ACTION 2.3 | Improve resident accessibility to report tourism 
distrubances
ACTION 2.4 | Define what residents want to promote to tourists
2. Deepen engagement with local residents
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, District 
Committees, Neighborhood Organizations
MEASURES OF SUCCESS: 
• Complaints received
• Demographic makeup of complaints
• Platforms provided
DESCRIPTION: 
City residents deserve a single clear and accessible way to report 
perceived tourism disturbances that can be filtered from other 
mainstream complaints. By creating an accessible platform, residents 
will benefit knowing their concern will be addressed properly and 
the city will benefit from the assessing primary concerns where 
repeated patterns can be tracked. The method should be available and 
made recognizable on a variety of platfroms so as to not limit certain 
demographic groups. It is the role of supporting partners to make the 
service known to residents accross the city.
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, 
District Committees, Neighborhood Organizations, 
amsterdam&partners
MEASURES OF SUCCESS: 
• Number of residents engaged
• Number of outreach efforts provides
• Identifiable trends
DESCRIPTION: 
Residents are the best point of contact to understanding how to best 
portray their culture, history, and lifestyle. In this action, supporting 
partners are asked to facilitate information gathering processes. 
Residents, in this way, can act as a crucial partner to formally help the 
city and marketing agencies in decisionmaking processes that impact 
the narrative of their city.
[28]
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VISITOR EXPERIENCE
GOAL
Provide a satisfying visitor experience that highlights genuine Dutch lifestyle, history, and culture
1.
2.
Promote diverse opportunities outside of main “hotspots”
Facilitate shared spaces for positive local and visitor interaction
ACTIONS




• Short Term - up to one year   
• Medium Term - two to four years 
• Long Term - five or more years
Supporting partners detail the recommended stakeholders crucial to 
leading and carrying out an action. This description places a sense of responsibility 
on varied entities enhancing outcomes and encouraging collaboration.
The measure of success provides a metric upon which to evaluate the 
progress of the action. Metrics can follow quantitative or
qualitative methods.
The description is the explanation of key elements to the action 
providing insight for deployment.
A general estimation of the time frame to 
complete an action will be provided to the 
following degree :
ACTION 1.1 | Promote “hidden gems”  of cities in the Netherlands 
that do not have a large tourism base
ACTION 1.2 | Create and promote voluntourism opportunities
1. Maximize land use controls to minimize nuisance usesPromote diverse opp r unities outside of main “hot pots”
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, NBTC, 
amsterdam&partners
MEASURES OF SUCCESS: 
• Identified locations
• Destinations engaged in strategy
• Promotional platform outreach
• Benchmark visitor travel patterns
DESCRIPTION: 
The city of Amsterdam receives the strongest tourism presence in 
the Netherlands with nearly 90 percent of visitors in total making the 
trip. There are many beautiful cities throughout the country that have 
yet to be recognized by visitors. This action is an effort to convene 
the the broad Netherlands tourism board with innercity Amsterdam 
organizations to define an promote alternative destinations. 
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Planning and 
Sustainability Department, NBTC, amsterdam&partners
MEASURES OF SUCCESS: 
• Identified areas of need
• Tour operators engaged
• Promotional platform outreach
• Benchmark participants
DESCRIPTION: 
Voluntourism opportunities will bring an additional dimension into 
the tourism industry by providing prospective visitors with option to 
volunteer for the city while still getting a guided tour experience. With 
such activities visitors can be more engaged in their environement 
and the impacts they can have as travelers. 
Within Amsterdam, 
opportunities could 
include litter removal from 
public streets or canals. To 
enhance spreading outside 
of Amsterdam there is a 
significant amount of nature 
areas in other parts of the 
Netherlands that could benefit 
from simple labor activities. 
Supporting partners are called 
to formulate the most optimal 
opportunities.
Pictured: Hoge Veluwe National Park
In this manner, other 
cities can benefit socially 
and economically by 
introducing small 
amounts of visitors. 
Ideally, this will also help 
to relieve the pressure 
on Amsterdam.
[29] [30]
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ACTION 1.3 | Build the narrative of rich nature environments 
available outside of Amsterdam with an emphasis on sustainability
ACTION 1.4 | Provide clear public transportation wayfinding to 
noteworthy locations outside of Amsterdam
1. Maximize land use controls to minimize nuisance usesPromote diverse opp r unities outside of main “hot pots”
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, NBTC, 
amsterdam&partners, Planning and Sustainability Department
MEASURES OF SUCCESS: 
• Identified locations
• Visitors engaged
• Tour operators engaged
• Promotional platform outreach
DESCRIPTION: 
To diversify visitor experience beyond the density and historic 
architecture of Amsterdam, supporting partners for this action 
will work to identify and promote the rich nature areas that exist 
within the Netherlands. Walking trails, biking, and wildlife viewing 
are examples of popular opportunities.  By promoting with a 
sustainability focus the tactic envisions a unique method of spreading 
out visitors while upholding the ecological value of the region. 
TIME FRAME: Short term | up to one year
SUPPORTING PARTNERS: City of Amsterdam, GVB, 
amsterdam&partners, NBTC
MEASURES OF SUCCESS: 




Although effecient, the extensive nature of the public transportation 
system may be a limitation for visitors to travel outside of their 
immediate area within Amsterdam. By providing clear wayfinding to 
a few defined locations, visitors may be more comfortable in making 
independent trips in the broader region. 
Pictured: Texel Island [31] [32]
ACTION 1.5 | Re-orient the Iamsterdam city card promotion to 
provide visitors with incentives and resources to travel outside the 
city 
1. Maximize land use controls to minimize nuisance usesPromote diverse opp r unities outside of main “hot pots”
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, NBTC, 
amsterdam&partners
MEASURES OF SUCCESS: 
• Promotions identified
• Incentives redeemed by visitors
• Benchmark through cards purchased
DESCRIPTION: 
This action will expand on 
the marketing tactic engaging 
NBTC to collaborate in offering 
additional promotions to 
destination outside of the 
city. This will in turn give 
visitors the clear resources 
and incentive to diversity their 
experience in the Netherlands.
The Iamsterdam city card is a popular promotion allowing visitors to 
purchase a card for a one-time fee that allows entrance and deals to 
popular attractions around the city. 
[33]
[34]
60 Reclaiming Authenticity 61Tourism Growth Management
ACTION 2.1 | Improve pedestrian accessibility to reduce congested 
throughput
ACTION 2.2 | Allow for larger terrace development for restaurants 
and cafes
2. Facilitate shared spaces for positive local and visitor interaction
TIME FRAME: Long term | five or more years
SUPPORTING PARTNERS: City of Amsterdam, GVB, City 
Development Department, Mobility and Public Space 
Department, Planning and Sustainability Department
MEASURES OF SUCCESS: 
• Pedestrian volumes
• Benchmark reports of accidents involving pedestrians
DESCRIPTION: 
As pressure and congestion builds there needs to be more points of 
release. By enaging planning and transportation partners, this tactic 
encourages more access for pedestrians to get where they need to go 
efficiently. 
TIME FRAME: Medium term | two to four years
SUPPORTING PARTNERS: City of Amsterdam, Resident and 
Business Services, City Development Department, Planning and 
Sustainability Department
MEASURES OF SUCCESS: 
• Defined expansion perimeter
• Benchmark number of guests
DESCRIPTION: 
This action is an effort to encourage a more dynamic pedestrian 
environment in Amsterdam. Terrace areas break down barriers 
between residents and visitors that conventional walls of a restaurant 
or cafe build. The expansion also allows such businesses to operate at 
additional capacity which providing an economic benefit for the city 
while also inviting people off the street, reducing congestion pressure.Because the infrastructure 
is strongly set and the city is 
very walkable already, tactical 
measures may need to be 
utilized. This may include:
+  clear and or additional 
pedestrian crossings
+  improved wayfinding that 
directs pedestrians to 
alternative routes
+  replacing on-street parking 
with with wide sidewalks
[34] [35]
ACTION 2.3 | Expand greenspace beyond minimum protected 
amount
ACTION 2.4 | Introduce plan to phase out automobile traffic in the 
Centrum district
2. Facilitate shared spaces for positive local and visitor interaction
TIME FRAME: Long term | five or more years
SUPPORTING PARTNERS: City of Amsterdam, City Development 
Department, Planning and Sustainability Department, Parks 
Department
MEASURES OF SUCCESS: 
• Amount of greenspace added
• Benchmark from mimimum protected
DESCRIPTION: 
By expanding greenspace, there are more available opportunities for 
locals and visitors to spread out within the city. This action thus aims 
at eliminating the barrier of tourism and resident segregated areas 
of the city, relieving tensions. It is crucial that supporting partners 
are bold in implementation so that space is not siezed for another 
competing use that would be deemed more profitable. 
TIME FRAME: Long term | five or more years
SUPPORTING PARTNERS: City of Amsterdam, Resident and 
Business Services, City Development Department, Planning and 
Sustainability Department, GVB
MEASURES OF SUCCESS: 
• Outreach processes
• Identified points of congestion
• Benchmark values of car and parking volumes
DESCRIPTION: 
By reducing automobile space, there will inherently be less congestion 
and a more pedestrian friendly environement. Bringing people out on 
the streets where space is plentiful is key to desegregating the tourist 





 OBJECTIVE  1. Expand toursim data collection capabilities
Action 1.1 | Deploy more accurate method of tracking tourism numbers
Action 1.2 | Increase frequency of both visitor and resident surveys
Action 1.3 | Develop study tracking path movements of visitors to determine their common access and movement points
Action 1.4 | Deepen community involvement processes.
Action 2.1 | Indentify Amsterdam brand themes
Action 2.2 | Develop “Amsterdam Conscious Traveler” Pledge to engage visitors of their impact
Action 2.3 | Develop material that expands and spreads local stories to visitors
Action 2.4 | Produce and mandate educational component at tourist activities
Action 2.5 | Develop interactive visitor application available on mobile platforms
Action 1.1 | Introduce a ‘Sustainable Tourism Zone’ in the Centrum District
Action 1.2 | Strengthen restrictions on new hotel developments
Action 1.3 | Increase tourism tax on accommodations
Action 1.4 | Produce measures to consolidate coffeeshops into one area of the city
Action 1.5 | Enrich tourism company relationships with the municiple government
Action 1.6 | Designate municipal task force for research and policy development for short term rental control
 OBJECTIVE  2. Uplift local economy to prioritize uses true to Dutch culture
Action 2.1 | Incentivize local business uses
Action 2.2 | Assess vacancies to acquire for local use
Action 2.3 | Create tax incentive for culturally authentic tours
Action 2.4 | Administer survey to local businesses to examine tourism impact
Action 2.6 | Increase taxes on chain locations above a defined amount
Enhance marketing structure to present authentic narrative OBJECTIVE  2.
Contain overproliferation of tourism economy OBJECTIVE  1.
Resident Quality of Life
 OBJECTIVE  1. Maximize land use controls to minimize nuisance uses
Action 1.1 | Expand the zone of the open alcohol ban 
Action 1.2 | Implement a form based code to minimize eccentric storefronts
Action 1.3 | Restric canal cruise businesses and locations
Action 1.4 | Plan new contruction in a way that is advantageous towards expanding public green space
Action 1.5 | Monitor pedestrian traffic congestion to promote alternative route planning
Action 1.6 | Place a cap on number of single chain businesses allowed within a certain radius of eachother
 OBJECTIVE  2. Deepen engagement with local residents
ACTION 2.1 | Formalize resident research to distinguish what residents rate of high importance in their neighborhoods
ACTION 2.2 | Enhance transparency between municipality and residents on how overtourism is being addressed 
ACTION 2.3 | Improve resident accessibility to report tourism distrubances
ACTION 2.4 | Define what residents want to promote to tourists
Visitor Experience
 OBJECTIVE  1. Promote diverse opportunities outside of main “hotspots
Action 1.1 | Promote “hidden gems”  of cities in the Netherlands that do not have a large tourism base
Action 1.2 | Create and promote voluntourism opportunities
Action 1.3 | Build the narrative of rich nature environments available outside of Amsterdam with an emphasis on sustainability
Action 1.4 | Provide clear public transportation wayfinding to noteworthy locations outside of Amsterdam
Action 1.5 | Re-orient the Iamsterdam city card promotion to provide visitors with incentives and resources to travel outside the city
 OBJECTIVE  2. Facilitate shared spaces for positive local and visitor interaction
Action 2.1 | Improve pedestrian accessibility to reduce congested throughput
Action 2.2 | Allow for larger terrace development for restaurants and cafes
Action 2.3 | Expand greenspace beyond minimum protected amount
Action 2.4 | Introduce plan to phase out automobile traffic in the Centrum district
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The coronavirus pandemic has caused many countries to take important 
measures to reduce exposure. Borders have closed, people are asked to 
return home, and residents are asked to stay inside. The international 
tourism industry will be hit significantly in 2020. Tourism Economics 
(2020) expects visitors to fall between 10 and 20 percent (see Figure 
10) accounting for nearly 263 million fewer arrivals globally than in 
2019.
This is a critical time for Amsterdam to establish baseline data. 
Pollution factors are plummeting. What are the changes in 
environmental impacts that have occurred? The streets are empty. 
Which aspects of tourism hence caused heavier impacts?
This is an influential time to talk to learn from Amsterdam 
residents. Tourism is not inherently a bad thing and can even 
provide a certain dynamic or liveliness to neighborhoods. What 
aspects of tourism do residents find appealing? What do they hope 
does not return upon recovery?
This is a useful time to assess assets that distinguish Amsterdam 
as a destination.If there was a desirable and authentic attraction 
that a tourism helped to maintain, then its contribution to the 
city should be well documented. Note this is not limited to the 
obvious attractions. The Rijksmuseum and Van Gough museum are 
inherently valuable, but it is important in this period not to forget 
the small businesses that may rely on tourism even if they may not 
as clearly lineate to that market. On the other end of the spectrum, 
if tourism has helped maintain undesirable facets of Amsterdam, 
then its return should be discouraged.
This is a time to strategize ways to bar the impulse of restoring 
tourism to the status quo. This pressure is likely to be immense 
as Amsterdam (and other global tourist destinations) will 
naturally want to restore as quickly as possible especially given 
the significant financial hardships. These plans rely on strong and 





SPECIAL STRATEGIC CASE: COVID-19
The international tourism industry is projected to fully recover in 2022 
at the earliest (Dass, 2020). People will begin to leave their homes again, 
transportation will normalize, and travel will become popular once more. 
Overtourism will return if this time of tourism recess is not used wisely.  
This “in-between period” is therefore crucial to assess, plan, adjust, and 
act. The following are an additional set of special case strategies, inspired 
by overtourism researcher, Jonathan Tourtellot (Tourtellot, 2020), for the City 
of Amsterdam and supporting stakeholders to take into account:
Source: Tourism Economics
Figure 10. Global GDP and Tourist Arrival Projections
The Netherlands will not be able to dodge the intense impact. Trends 
thus far have seen dramatic changes in visitor behavior, as the need 
for travel in no longer present. According to the Netherlands Board 
of Tourism and Conventions (2020), search and booking behavior is 
down 63 percent as compared to last year. Additionally, both in the 
Netherlands and Amsterdam accommodation occupancy rates sit at only 
9.8 and 9.0 percent, respectively (NBTC 2020). These statistics lend notion 
to the vulnerability the city and country face in the industry. According 
to the city’s most recent budget, tourist taxes were expected to generate 
nearly 200 million euros for Amsterdam in 2020, a figure that is now 
obsolete (Comiteau, 2020). Museums and popular attraction sit in uncertainty, 
dependent upon tourism  for continued upkeep to some degree. 
END.
Questions, Comments, or Concerns can be directed to:
Emma Lee Smith
elsmith264@gmail.com
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